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WHY?
Covid-19 has changed the 
world, impacting the daily 
lives of most of the planet. 
Within this, it’s had a profound impact on how we buy the food 
we eat, with many foodservice and food-to-go outlets shuttering 
their doors for the duration. At this stage, in many markets, we’ve 
reached some kind of stability, as supply chains adapt to new 
purchasing patterns. And as we move through the crisis, more of our 
thoughts will turn to consider what emerges post-19. Here we take 
a look at some of the key considerations, based on a common set of 
assumptions.

All of these considerations will have an enduring legacy when it 
comes to how we lead our lives and how we shop in the coming 
years. Here we share our thoughts on what that means for retail 
and food-to-go, with a particular focus on the store environment 
perspective.

 ww

The new landscape;

The virus, and concerns over the virus, will remain a focus for some time. 
A vaccine is not imminent at this stage, so we’re anticipating caution around 
social gatherings of any scale.

Social distancing will be with us for a while. The implication of this is 
significant when it comes to stores of all sizes, but for smaller outlets, it’s a 
particular concern. 

The online interactions being developed between consumers and businesses 
now will have a lasting impact on future engagement creating new 
opportunities and new demands.

There will be an enduring economic legacy of Covid-19, within which 
consumers will fall back on some of the heightened community-focused 
thinking inspired by the current situation. Supporting local will adopt a 
resonance not seen for a long time. This is relevant for smaller and larger 
businesses alike. 

1.
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THERE WILL BE LASTING CHANGES
IN HOW WE BUY FOOD...
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Summary
Consumer behaviour has had to adapt fast to a new environment. 
Planning - for bigger, less frequent shops - and timing - to limit the 
time spent queueing outside and inside the store - have become 
more important considerations. Both will remain more important 
considerations than before COVID-19 - we’re expecting consumers 
and businesses alike to employ more technology as part of a new
suite of solutions.

Getting the flow right across the store will become a more important consideration. Heavily 
shopped aisles will create bottlenecks, retailers will look to modify store layouts and flow to 
rearrange less shopped aisles. Identifying customer flow peaks and troughs will become a 
higher priority in heavily shopped stores.

Could this lead a revival in larger store formats, to enable more even customer flow? 

Could more directional signage, as well as more themed and mission-based zones help 
customers shop better, faster and more efficiently? 

Despite the issues arising over potential dual siting of products, retailers may experiment with 
different mission-focused stores under the same roof, to limit human contact and reduce the 
time shoppers spend in-store. 

From a fulfilment perspective, will we see more adoption of backfill, reversible shelving units, 
or more mobile units to help reduce the time team members spend on the shop floor refilling 
units? Further development of shelf-ready packaging may also be called for. 

Will retailers look to encourage the online ordering and collection/delivery of bulky, low-value 
items to limit the space needed for these lines on the shop floor?

Consumer-facing businesses of many types are likely to look to incentivise more staggered 
shopping hours. New promotional mechanics we see could be time and mission-related rather 
than product / SKU / category focused. 

Retail format considerations

Example
SPAR partner Lider Aliment in Spain has introduced an app to 
help shoppers make informed choices about the best times to 
shop, providing a traffic light scale of how busy stores are. 
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Virtual queues may be needed to moderate customer 
flow at busy times/ in busy stores, while controls such 
as digital entry screens, as have been introduced in 
Switzerland, may become a more common feature.

Tools that help shoppers be more efficient in-store could 
support here, for example, interactive shopping apps that 
flag where to find items in-store.  

Virtual queues 
and digital entry 

Making choices in 
store1 2

 

Summary
In addition to stores advising customers via apps or online of the best times to visit, 
we expect to see other digital tools used more in the new shopper experience. 

The Shops app by Aisle 411 helps customers find 
products in stores close to them, and has the 
capability to display product locations on store 
planograms, something it currently does across 
Walgreens stores in the US.
This ability to pre-locate products in-store could 
be a valuable way of relieving congestion in-store, 
and even more so if this functionality can be 
combined with an availability measure.

2. DIGITAL WILL PLAY A BIGGER ROLE 
IN THE SHOPPER JOURNEY.

  https://unternehmen.aldi-suisse.ch/de/ueber-aldi-suisse/
pressecorner/medienmitteilungen/ http://www.aisle411.com/shops/
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Key Question
Will retailers be cautious and try to revert to listing full ranges or 
will retailers use the changes as a licence to shift into more curated 
ranges and solutions? 

o This allows retailers to call out more what they want to stand
for going forward
o The downside is that choices over future ranges risk being made 
with imperfect data.

Example
Will we see more curated and targeted stores emerging, following 
along the lines of Green Zebra, Portland, USA?

Though making these spaces work as dine-in destinations will be 
harder post lockdown, many of the other points they stand for, 
not least around their community hub role, could become more 
important.

3. REDEFINING LONGER
TERM RANGES & CATEGORY 
PRIORITIES OF RETAILERS. 
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Summary
We’re expecting higher community involvement and awareness from consumers to be a 
legacy of the current crisis. Those businesses best able to capture and reflect this, whether 
retailers, cafés, restaurants or food & drink suppliers, will be the ones that resonate best
with local shoppers.  

Key Question
How do large-format stores effectively capture localness?
It’s tempting for any retailer right now to think of the functional and objective, thinking 
about the easiest way to get stock on shelves. And that’s undoubtedly key right now. 
But longer-term, most businesses will need to look well beyond this. While value will be 
important, we see many of the winners as being those who can create the strongest bonds 
with their local communities. Community relevance and involvement can take on many 
forms but expect to see more focus on this going forward. 

Example
There are already some great examples to learn from here. From the foodservice 
perspective, the likes of Sweetgreen in the US source their range as locally as possible to 
individual stores, using the links with local farmers as a selling point in-store. In the UK, 
Honest Burger localises its beer offer around local breweries in each of its restaurants, 
using this as a way to support and promote local business. 

There’s scope for retailers of all sizes to work more closely with local suppliers, whether 
those local suppliers are big or small. Those who do so are likely to be rewarded by 
customers. And those who do it well can use this as a further source of differentiation.

4. LOCAL, SEASONAL 
AND COMMUNITY 
WILL GROW IN 
IMPORTANCE. 

Carrefour’s store at Anglet celebrates all 
that is great about local Basque food.

Landmarkt in Amsterdam celebrates its 
suppliers as heroes, giving a platform to 
share their story and values.

Farm Boy in Toronto has local and 
fresh as a core part of its DNA.

SuperValu’s food academy has helped many 
small Irish suppliers to grow.
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and some of these will inevitably stick.

With availability challenges like seldom before on many lines, consumers are looking to 
online more often to buy what they need. Whether it’s sourcing coffee, beer or wine direct 
from producers, ordering meal boxes from food-to-go operators, ordering direct from 
wholesalers, restaurants or food-to-go specialists, ordering meat packs from local butchers 
or veg boxes from local markets, many consumers are trying new ways of shopping online. 

This could lead to more categories being scaled back in-store, offered for click and collect 
from the store rather than put on-shelf to be browsed, or within higher density areas, 
different stores within the same group developing distinct specialisms. 

CONSUMERS ARE 
FINDING NEW WAYS TO 
CONDUCT GROCERY 
SHOPPING...

5. 
 

 

Consumers have sought out farm to home kitchen 
businesses such as Green Earth Organics in Ireland.

Countdown in New Zealand opened its new flagship early, but only to act 
as a dark store serving contactless click and collect facility. Groceries are 
dropped straight into customers’ boots.

 BrewDog has found new ways of reaching consumers, 
not least through direct to home delivery.
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Summary
Food-to-go has been hit hard by the stay at home guidance, with 
many operators shutting down for the duration. 

The food-to-go market will return, but where consumers have less 
disposable income, purchases will be more considered, and the shape 
of purchases, by both time of day and by product type, could show a 
marked shift. 

Example 
Revised, less dense, seating areas may 
be needed – could this lead to more of a 
premium for eat-in vs take-out?

Will cafes and food-to-go specialists start 
thinking differently about how they charge 
for seating space?

Ziferblat uses a pay-by-minute 
system, rethinking how people use cafe 
environments.

https://www.ziferblatuk.co.uk/oxford-road/

6. FOOD-TO-GO WILL REMAIN AN 
OPPORTUNITY, BUT THE BAR WILL 
BE RAISED.
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We’re seeing innovation from many as they look to help 
their customers recreate at least part of their experience 
at home through delivery services from the likes of 
Sprout, Leon, Fresh The Good Food Market and Crussh. 
‘How to’ videos from the likes of Wagamama take this a 
step further.  

Advertising from Burger King in France showed 
customers the ingredients to buy from supermarkets to 
create their own BK style product at home.  

Selected operators, like Pizza Pilgrims and Honest Burger, 
are even offering limited-edition boxes that provide the 
ingredients to recreate the food element of the eating out 
experience at home.

Delivering the at-
home-experience

Make your brand experience 
from scratch 

DIY Kits to recreate 
experiences1 32

Summary
Right now huge uncertainty remains over the viability of many foodservice businesses in the longer term.
While relief may have been given on some costs, others are enduring at a time when no money – or a small 
proportion of normal revenues – is flowing through the door.

7. FOODSERVICE OPERATORS 
WILL PLAY A BIGGER ROLE IN AT 
HOME EXPERIENCES.
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We see several aspects for consideration:
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8. BETTER DEFINING POINTS OF 
DIFFERENCE WILL BE KEY TO 
MAKING LASTING CONNECTIONS...  

Approaches to in-store counters, 
demonstrations and tastings will likely need 
to be revised, but dropping these risks 
creating greater customer separation. 

Retailers and food-to-go operators have a great opportunity to 
redefine communications around this as they look to differentiate 
and thrive in a trading environment with a whole new set of ground 
rules. An in-depth customer understanding, and a demonstration 
of this back to customers, will emerge as an increasingly critical 
hallmark of success. Getting the right balance of online and offline 
communications will be key.

Combining the right balance of physical 
distancing and social engagement will be critical, 
to ensure customers feel safe and welcome. 

Create customer 
rapport at a distance

Empathy with customer 
concerns will be key. 

The right balance of 
social distancing 1 32
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Gavin has over 15 years’ experience analysing and 
consulting into the food retail and food-to-go sector.
As the founder of Food Futures Insights, he brings 
expertise and experience from leading IGD’s retail safari 
and study tours programme in Europe, alongside setting 
up and leading IGD’s global food-to-go insights stream.

Gavin closely tracks major trends and strategies, across 
both retail and food-to-go, and uses this insight to help 
FFI’s customers make better strategic decisions. He is 
an experienced public speaker and regularly presents at 
events. In his time, he has also led the grocery and home-
related goods retailing team at Verdict Research and 
spent time working as an FMCG/ CPG consultant analyst 
at Datamonitor.  When he’s not tracking retail and food-
to-go, you’ll often find him on the touchline managing his 
son’s football team, or on his bike.

Peter’s background is in store-design and he has 
collaborated with some of the leading retailers in 
Ireland to create award-winning stores. Peter is part 
of TAP Creations, a creative team of storytellers, 
specialising in strategy, branding and environmental 
design.  

Peter approaches design from the holistic perspective 
of physical interaction. His design process is about 
understanding people behaviour and how they 
engage with the brand environment. He transforms 
insights into tangible experiences that make a genuine 
connection and encourage communication. This is 
core to TAP’s design ethos and ultimately our clients’ 
success. Peter and his team are committed to this 
ethos and develop ‘real’ solutions from individual 
products through to full store design.

ABOUT US...
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Peter Rigney

t +353 (0) 1 408 9222
e peter@tapcreations.ie
w tapcreations.ie
l      linkedin.com/in/peter-rigney-6a27a810/

Gavin Rothwell

t +44 (0) 7803 663 601
e gavin@foodfuturesinsights.com
w foodfuturesinsights.com
l  linkedin.com/in/gavinrothwell/

Get in touch with us, see how we 
can help grow your business: 
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YOU


